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The Drive Towards User-Centred Engineering 
in Automotive Design  
Scott BRYANT & Cara WRIGLEY* 
Queensland University of Technology 
Falling sales in Europe and increasing global competition is forcing 
automotive manufacturers to develop a customer-based approach to 
differentiate themselves from the similarly technologically-optimised crowd. 
In spite of this new approach, automotive firms are still firmly entrenched in 
their reliance upon technology-driven innovation, to design, develop and 
manufacture their products, placing customer focus on a downstream sales 
role.  However the time-honoured technology-driven approach to vehicle 
design and manufacture is coming into question, with the increasing 
importance of accounting for consumer needs pushing automotive engineers 
to include the user in their designs. The following paper examines the 
challenges and opportunities for a single global automotive manufacturer 
that arise in seeking to adopt a user-centred approach to vehicle design 
amongst technical employees. As part of an embedded case study, engineers 
from this manufacturer were interviewed in order to gauge the challenges, 
barriers and opportunities for the adoption of user-centred design tools 
within the engineering design process. The analysis of these interviews led to 
the proposal of the need for a new role within automotive manufacturers, the 
“designeer”, to bridge the divide between designers and engineers and allow 
the engineering process to transition from a technology-driven to a user-
centred approach.  
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Introduction  
In an industry worth more than €500 billion annually, producing more 
than 80 million vehicles worldwide each year and consisting of over 50 
major manufacturers worldwide, the automotive industry represents a 
lucrative but highly competitive manufacturing industry (ACEA, 2012; 
Deloitte, 2009a). With sales falling in Europe in 2013 for the sixth 
consecutive year (Boston & Curtin, 2014), automotive manufacturers are 
increasingly turning to new strategies to retain their share of sales in a 
contracting market. Some strategies have focused on the industry approach 
to manufacturing, namely a technically focused push for a “build-to-order” 
process rather than the current “build-to-stock” approach in order to reduce 
overall value-chain costs and to increase efficiency (Parry & Roehrich, 2013, 
pp. 13). However, others stress a more customer-orientated approach, 
striving to develop products that meet customer requirements (Oliver 
Wyman Group, 2007). 
The global automotive industry represents the pinnacle of technology-
driven innovation, striving to produce marketable, high-tech products in a 
highly competitive industry. This competition has driven the need for 
automotive firms to develop a customer-based approach to automotive 
manufacturing in order to differentiate themselves from their similarly 
technologically-optimised competitors (Oliver Wyman Group, 2007). With 
this said, the customer-based approach that is becoming increasingly 
popular with automotive manufacturers places emphasis on sales and 
marketing of their products to potential consumers, instead of the 
development of ongoing relationships with these prospective customers 
(Deloitte, 2008). However, in spite of this move towards a customer-
orientated sales approach, automotive firms are still firmly entrenched in 
their reliance upon technology-driven innovation to design, develop and 
manufacture their products (Deloitte, 2009), with a customer focus acting as 
little more than a way to sell the product to the customer. 
In recent times, challenging economic and market conditions have led 
some automotive manufacturers to question the status quo and seek out 
new methods for vehicle design and subsequent sale to end-users. More 
specifically, the time-honoured technology-driven engineering approach to 
vehicle design and manufacture is coming into question. The rising 
importance of rapidly changing consumer needs is making it difficult for 
automotive engineers to focus on the latest and greatest technology 
integration into their vehicles with little regard for the end-consumer 
(Accenture, 2010). Understanding that increasing future competitiveness, 
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and subsequently vehicle sales, is dependent on producing vehicles that are 
designed and engineered for what the customer (i.e. the user) needs, not 
just on what is the most technologically advanced, represents the next step 
forward in the highly competitive global automotive industry. This 
represents the integration of the user into the total design process, from 
initial conception through to engineering design and subsequent 
manufacture. 
The aim of this paper is to examine, from an engineering perspective, the 
challenges and opportunities facing automotive manufacturers seeking to 
adopt user-centred design as a way to add value to their total vehicle 
design, development and manufacturing process. Typical user-centred 
design research explores the implementation of these tools from the 
perspective of a designer (Cooper, 2004; Bucolo & Matthews, 2010; Dell’Era, 
Marchesi & Verganti, 2010; Gellatly, Hansen, Highstrom & Weiss, 2010). 
However, the aim of this research is not to understand how better to enable 
designers within the automotive industry to effectively implement user-
centred design, but rather to assess how to empower engineers with 
traditional design tools throughout the entire automotive development 
cycle. This research, conducted as an embedded case study with a global 
automotive manufacturer in Germany, seeks to test the following 
hypothesis developed upon reflection of the current state of the industry: 
The acceptance and implementation of design tools such as personas 
within the context of automotive engineering departments is dependent 
upon the benefits of the tools perceived by engineering staff in terms of 
effort vs. reward, in addition to its ability to be adapted to the inertia-bound, 
heavily regimented and hierarchical structure of large, global firms such as 
that assessed in the research.  
This paper examines the preliminary stages of the attempt by this global 
automotive manufacturer to implement the use of a single design-tool 
(personas). Interviews of key personnel are used to examine (from an 
engineering standpoint) the challenges faced in the implementation of 
design tools, such as personas, in the existing automotive development 
process. Findings from the study provide insight into the issues faced in 
acceptance of user-centred design tools by technical staff, and propose a 
number of methods to overcome these impediments. 
Whilst this research focuses on an automotive manufacturer in 
Germany, the challenges and opportunities for user-centred design from an 
engineering perspective are relevant to other global automotive 
manufacturers where technology-led innovation and design holds sway. 
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Centring on the user – user-centred design and personas 
The integration of the customer and their needs into the automotive 
design process represents a new design approach for automotive 
manufacturing firms. The move from traditional, technology-driven 
innovation is being facilitated through the use of existing user-orientated 
approaches. More specifically, it is a combination of the traditional 
technology push approach, and the complimentary design push approach, 
focusing on the meaning of the product to the user (Dell’Era, Marchesi & 
Verganti, 2010). Alternate approaches, such as user-centred design, 
represent established methods for continually refocusing the design on the 
end-user, and are starting to be implemented by automotive firms seeking 
to gain a competitive advantage within the technology-driven industry. 
User-centred design can be defined as “…a vision for business growth 
based around deep customer insights…”, allowing companies to better 
understand their customers’ values i.e. what customers really need in a 
product (Bucolo & Matthews, 2011a). More specifically, companies often 
have a limited understanding of what their customers want, limited to what 
is immediately observable via interaction with prospective customers which 
tends towards the solution of short-term needs (Bucolo & Wrigley, 2011). 
User-centred design provides an opportunity to “develop deeper customer 
understanding that goes beyond observation”, providing a longer-term 
understanding of customer needs and requirements in the context of the 
product design (Bucolo & Wrigley, 2011). The application of user-centred 
design methodology often uses ‘Personas’ to better understand the users 
for which the product is being designed.  
Personas are typically defined as “fictional, detailed archetypical 
characters that represent distinct groupings of behaviours, goals and 
motivations” (Calde, Goodwin & Reimann, 2002) which act as ‘stand-ins’ for 
real users and help to guide decisions about functionality and design 
(Calabria, 2004); they are often used when designers are unable to engage 
directly with end-users, be it due to time, money or other project 
constraints (Marshall, Cook, Mitchell, Summerskill, Haines, Maguire, Sims, 
Gyi, & Case, 2013). They are based on knowledge of real users garnered 
from user-research, and help to identify customer motivations, expectations 
and goals with regards to the target product segment (e.g. automobile 
usage). The development of personas as a focus tool used, for example, in 
vehicular design, personalises target customers in the minds of employees, 
removing the disconnection in the design process between the customer 
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and the product developer, allowing for a design to take multiple 
stakeholder perspectives into consideration in terms of final product design. 
Such a user-centred approach to vehicular design has precedence, with a 
user-experience design team at General Motors seeking to gain a deeper 
understanding of how their drivers interacted with their in-car infotainment 
systems, in order to better tailor the design of these systems to the 
everyday General Motors vehicle user (Gellatly et al., 2010). In spite of the 
apparent move towards a user-centred approach to automotive project 
design and development, this project appears similar to many automotive 
design “success stories”, such as the design of Ford’s successful 2005 
Mustang (Tischler, 2004). More specifically, such projects are predominantly 
design-centric, divorcing themselves from the reality of the multi-
disciplinary nature of automotive vehicle development, where designers and 
engineers are both required to successfully manufacture a vehicle. Whilst 
this cannot be entirely the case, as such projects go on to develop fully-
functional products despite the apparent backgrounding of the 
developmental engineers, such articles highlight the current absence of the 
engineer from the design process, at least from the perspective of 
automotive design. 
Divorce of interaction – engineers & designs forever apart 
This lack of integration between designers and engineers in development 
projects is often cited due to the traditionally technology-driven nature of 
(automotive) engineers who are not accustomed to looking at design from a 
user-centred perspective (Tütek & Ay, 2011; Bergström, 2007; Persson & 
Warell, 2003). Such an argument, whilst seemingly logical at first glance, 
marginalises engineers through such a black and white perspective, turning 
the design process into an “us versus them” debate between designers and 
engineers. This marginalisation of such an important facet of the automotive 
development process appears rather naïve, as although customer-
orientated approaches are typically developed within non-technical 
departments (i.e. by designers), such an approach needs to be adopted by 
the technical (engineering) staff in order for it to be successfully applied in 
the physical product. Furthermore, past persona-driven projects, such as 
that completed by Microsoft (Pruitt & Grudin, 2003) belie the notion that 
technical staff are divorced from the user-centred design process, with the 
inclusion of software engineers from the commencement of their persona 
project (albeit after initial reservations and conflict). 
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It is proposed that in a similar manner to that of the ‘transitional 
engineer’ proposed by Wrigley & Bucolo (2012), which builds off of the idea 
of Norman (2010) for the need for a transitional engineer/developer to 
bridge the gap between design and business, that there is an inherent need 
for a transitional engineer to bridge the gap between design and 
engineering. Whilst the ‘mid level’ opportunity presented by approaching 
departmental managers and key decision makers with the concept of user-
centred design could be addressed by the pre-existing proposition of an 
intermediary translation team who would “translate the knowledge into 
practical realisations that the team (business) can then develop and deploy” 
(Wrigley & Bucolo, 2012), a translation into a business-context is unlikely to 
work with engineers. This new breed of transitional engineer/developer, a 
“designeer” would function in all three worlds – design, business and 
engineering – and would facilitate the implementation of user-centred 
methodologies, such as persona use, within the vehicle design processes of 
ground level engineers. 
Case study – engineers, automotive design and 
personas 
The case study firm, a German automotive manufacturer, is attempting 
to implement a user-customer centric approach throughout their entire 
vehicle design, development and manufacturing process. The manufacturer, 
in spite of its industry leading status at a global level, is mired in a 
“technology driven” vehicle design process, with the development process 
led by engineers with little awareness of the users for whom they are 
designing. The firm’s approach to automotive design is given in Figure 1, and 
highlights a key barrier to their effective implementation of user-centred 
design. At first glance appears to have a user-centred focus with the initial 
design step involving the definition of customer needs and requirements 
followed by initial customer engagement. 
 
Figure 1 - Design methodology of automotive case study firm 
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However, this approach is dependent on the initial interaction of a 
multidisciplinary team involving customer-orientated marketing and design 
employees, and technology-focused engineers, which results in the initial 
concept definition. Following this stage there is limited interaction between 
the two groups for the life of the design project. The absence of the user 
from this technology-driven development process at the firm, and at many 
others like it, is none more apparent than in their final vehicular products. 
One fine example is the number of optional extras (vehicle add-ons not 
included as ‘standard’) for one vehicle model increased from 14 in 1986 to 
92 in 2006, whilst the number of customers purchasing these add-on 
components remained steady at only 1 in 6 for the same time period (Oliver 
Wyman Group, 2007). Furthermore, many of the features included as 
standard in the vehicles were not utilised by users due to their complexity 
and lack of explanation/intuitiveness (Oliver Wyman Group, 2007). 
Method - gauging engineers’ drive to adopt 
personas 
The research method undertaken as part of the case study conducted 
with the automotive manufacturer aimed to assess the challenges, barriers 
and opportunities for the adoption of a user-centred design approach. This 
study selected personas as a tool representative of this approach. The 
selection of personas was a result of their recent development within the 
firm, along with the use of storytelling and storyboarding, in an attempt to 
re-centre the vehicle development process around the end-user. These 
personas attempted to combine measurable customer data, such as driving 
habits, vehicle usage and driving climate, with less quantitative data such as 
the psychological needs and social characteristics of potential users. This 
process was proposed in order to develop a set of target customer 
representations that could be integrated into the “story” of a vehicle in 
order to more accurately define the vehicle development requirements. 
An action research approach has been applied to understand the how 
engineers at the company could implement such a user-centred design 
process. Defined as “the study of how technology is applied in the real world 
and the practical consequences of technology-enabled action” (Kock, 2013), 
the action research method moves away from traditional, solely theoretical 
research, by providing a project solution or service outcome to a specific 
organisation, in addition to adding to existing academic knowledge on the 
focus area of the project (Georges & Romme, 2004). 
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The researcher actively participated in the journey towards the desired 
organisational change within the participatory automotive manufacturer 
firm, and the findings outlined in this paper are based upon interviews 
conducted with engineers at the firm. These interviews took place after the 
development of initial ‘trial’ personas, and used semi-structured questions 
to guide the interview. The interviews used the trial personas as examples of 
the proposed user-centred design methodology, with additional questions 
specific to the participant’s area of expertise used to better gauge their 
understanding and opinion of the potential for the implementation of 
personas within their work and the overall vehicle design process within the 
firm. Ten 30 to 60 minute interviews were completed, with participants 
comprising a mix of senior engineers and engineering management. 
Results – unwillingness to change, or institutional 
forces at work? 
Interviews with engineers at the case firm suggest that they are quite 
open to the implementation of design tools such as personas in the 
automotive development process. However, in spite of individual positivity 
towards the embodiment of user-centred design thinking in the use of 
personas in day-to-day development processes, the interviews also revealed 
significant institutional challenges and barriers that must be addressed if the 
firm is to transition towards a more user-driven, less technology-led vehicle 
design process. An analysis of interview transcripts highlighted three key 
institutional challenges that must be overcome for the successful uptake of 
the persona design tool by engineers: 
 Focus of the engineering design process on “technical requirements” 
 Managerial and political decisions in design 
 Disconnect between engineers and the customer/user 
Breaking down and understanding these institutional barriers is the first 
step in understanding the subsequent opportunities for the transition to a 
customer-centric engineering design process at the case firm and many 
automotive manufacturers like them. 
Shifting focus from technical requirements 
Emerging as the underlying institutional barrier, ‘technical requirements’ 
represent the focus of the automotive manufacturer on developing their 
vehicles to meet a certain list of pre-determined quantitative specifications 
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(e.g. top speed, acceleration, mileage, torque, horsepower etc.). Whilst such 
detailed, data driven specifications are vital in completing the necessary 
calculations for engineering a vehicle, it is argued that the fixation of the 
engineering design process on technical requirements is inherently 
institutional. Participant 3, when discussing the development process notes 
that: “the department manager is always a part owner of the project, they 
delegate the work and say: you are now doing this and implement these 
technical specifications”. This suggests that the engineers have little say over 
the choice of a technology-centred design process which stems not from 
engineers themselves but rather from higher-up and/or elsewhere in the 
firm. Similarly, Participant 1 elaborates on the design process implemented 
by the automotive engineers where “…with the requirements look to the 
competitor, the competitors, and then you develop your concept, and then 
you make a list, which concept fits best to your technical requirements…”, 
highlighting the dependence of all design decisions on their need to fit the 
predefined technical requirements. 
Managing managers and engineering decisions 
The second key institutional challenge was managing mangers and 
engineering decisions, that is the dependence of all development decisions 
ultimately residing with departmental management. Furthering the need to 
include, if not focus on, departmental managers in discussions pertaining to 
the implementation of personas is the understanding of their sheer 
influence over design process choices and the subsequent tasks undertaken 
by the engineers under their command. One participant discussing the 
engineering decision making process reflects: "we place a lot of time and 
effort into a design, but only do it the first time, because one of us (from the 
department) wants it that way. And the person that wants it is not the 
customer, but the department manager, who says, we have to include these 
options. And the reason for this, often not even they know, because someone 
said so“. Furthermore, this top-down approach to design results in 
engineers who are often not even engaged in the reasoning behind the work 
they are completing. Participant 3 elaborates: “At the moment everything 
comes from management. They are specifying everything. Of course, 
someone else (non-manager) maybe thinks a little bit about it, also about 
the bigger picture, but that is totally voluntary. I would say that everything is 
already specified in advance for the engineers”.  
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Engineers – a lack of user awareness 
This institutionalisation of engineering design as a hierarchically 
dominated, top-down decision making process has significant flow on 
effects with the way engineers think about the individuals who will purchase 
and use the vehicles they are developing. In short, they don’t. One 
participant bemoans the lack of comprehension as for whom the vehicles 
are being manufactured: “there is no person behind this, that is tangible, 
that people can relate to and understand why they want this feature”. This 
lack of awareness of the user is prevalent throughout engineering teams, 
where the engineering “team leader has no influence over whether the 
concept is relevant to real customers, because they are only working on 
small things” and this stems back to the apparent lack of input the engineers 
have in the overall design process. 
Moreover, it is argued that this institutionalised removal of the 
engineers from the design decision-making process has in of itself created 
the issue where the engineers themselves “don’t see, that there is a 
customer somewhere that wants it”. This is not to say that the 
implementation of personas, and through them user-centred design, faces 
no barriers directly from the engineers. As one engineer put it “there are 
many professionals that have been here for ages doing this and they always 
say: ‘I’ve always done it like this, I can’t do it any other way. I always do it 
like this. Now comes something new, how is this supposed to be better’”. 
However, such apparent resistance to change appears to stem directly from 
the disconnect between the engineers and the users for whom they are 
designing. It has been suggested that such a barrier could be challenged by 
highlighting the tangibility of the user-customer: “If someone now says, I 
have here a customer profile and I have here my personas and they are like 
this...then that would be quite interesting, because it is a completely 
different aspect, the customer is completely different, sort-of. And alone that 
would help, because developers often forget the customer”. Such an 
understanding of the existence and importance of real users by the 
engineers developing the vehicles, and ensuring this thinking is at the core 
of engineering design is stressed by Ward, Runcie & Morris (2009) and 
Bucolo & Matthews (2011) to be of tantamount importance for ensuring 
automotive manufacturers have the knowledge and flexibility to integrate 
potentially changing customer requirements, and thus remain competitive 
in the global automotive market.  
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Findings – the value of user-centred automotive 
design 
As succinctly observed by one interview participant, “I think something, 
we have to do something like mind-change”, “but to get this opinion or mind 
change, is the hard part”. It is such a “mind change” that needs to be 
targeted if automotive manufacturers such as the case firm are to reap the 
benefits of user-centred design and develop a sustainable engineering 
design process (sustainable in the sense of minimising features unwanted by 
users and maximising the available functionality). Changing such an 
institutionalised way of thinking such as the technology-driven vehicle 
development mentality adopted by the case firm presents a sizeable hurdle 
to be overcome. However, by reflecting upon the dialogue from interview 
participants different ‘levels of opportunity’ arise that may be targeted to 
help transition automotive manufacturers to a user-centred view of vehicle 
design, namely: 
High-level: a company-wide “mind change”; 
Mid-level: a “mind change” in departmental managers and key decision 
makers, and; 
Low-level: encouraging the shift towards designing for an actual user-
customer rather than just for technical requirements. 
Whilst a ‘high-level’, company-wide change in institutionalised behaviour 
presents the greatest challenge, it is believed that by reducing this challenge 
down to localised opportunities such as those represented at the ‘mid-level’ 
and ‘low-level’, user-centred design or “the right car for the right target 
people” can be achieved in engineering-dominated firms such as automotive 
manufacturers. 
Integrating personas, technical requirements and 
managerial engineering design 
Interviewing senior engineers gave insight into how to best present the 
concepts of personas to the managerial decision makers (and the user focus 
with which they bring), namely highlighting the overall advantages. 
Specifically, an often-cited institutional issue at all levels was that of time-
pressure where “we simply don’t have the time, we have more projects, we 
never have a specific time to dedicate to one project”. The proposed use of 
personas is seen as “helpful if you do it, to get a really transparent view of 
the customer and then you have good decisions, and therefore you save 
time”. Similarly, another participant highlighted their usefulness “especially 
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for new concepts, where we didn’t know what we are doing, I think it would 
be very very helpful to start more controlled, and to have the customer more 
in focus”. By engaging key decision making managers with the advantages 
arising from the use of personas, namely that of improved products and 
reduced time pressure, the opportunity for a ‘mid-level’ institutional mind 
change can be seeded. 
Furthermore, this engagement can be fostered from within the senior 
engineers, with one stating that for personas “in general the acceptance 
form the ‘method experts’ is definitely there”. These senior engineers are the 
direct link between the departmental managers and the engineering design 
teams, and their view that “these personas are naturally a great application 
to see that the final customer would really want this, and not just the board 
(managers) but really the final customer, that there are people outside the 
company on the street that want it”, suggests that integration of user-
centred design via personas is merely a matter of framing the process in 
terms acceptable to the respective stakeholders, in this case the 
departmental managers. 
Connecting engineers and their users 
Similar to the approach suggested for the ‘mid level’ opportunity 
presented by targeting departmental managers, instigating a ‘low level’ 
institutional shift towards user-centred engineering design is dependent on 
the correct framing of the proposed persona process. Whilst engineers are 
cited as data and technology driven, the researchers argue that this is 
largely a result of the engineering environment where “there is so much that 
they need to do, and they often don’t know why they are doing it that way“, 
"there is no person behind this (the design), that is tangible, that people can 
relate to and understand why they want this feature“. Engineers are indeed 
technically minded given their role in the production process, but as one 
participant said when asked about the usefulness of understanding the user 
in the overall design: 
"if you know the background of the customer, if you know ok he’s 
somebody who’s more keen about understanding the technology or if the 
vehicle is vibrating, or if he just wants some fat car which is just moving at 
180 (km/h)…we don’t know…then the discussion usually ends there, because 
we don’t know, nobody can answer for what reason did the customer come 
to the dealership. So I think it is a very good opportunity to use the tool“. 
Given the apparent amiability of the engineers to the added value 
brought about via user-centred thinking, connecting engineers and their 
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users seems to be a matter of finding the right medium for the transfer of 
information. When propositioned with the concept of personas to centre 
the user needs in the engineering design process, the following general 
positive response was received from one German engineer: “that I have a 
persona supporting me that tells me why I am doing all of this. And this is, 
for an engineer also tangible, because the data support this”. 
What next for automotive engineers? 
The proposed concept of “designeering”, whilst seemingly at odds with 
the traditional manufacturing separation of engineers and designers, as 
seen at the case firm, could be crucial in ensuring the acceptance of the 
general engineering staff. It would allow for a shift in the institutional 
mentality found at many large automotive manufacturers. As one case firm 
design engineer recounted: 
“I think the most important thing is the acceptance, because people have 
to come to us, and tell us, and ask us ‘could you please help us, we are 
developing this part, could you help us so we know what we have to look 
into’, and people don’t do that”. 
The implementation of “designeers” tasked with re-connecting 
engineers with designers and the underlying vehicle design throughout the 
vehicle development process (as shown in Figure 2) would ensure that the 
final product is ultimately one that is desirable to the target customers. By 
framing each stage of development in the context of the Personas 
developed along with the vehicle’s story in the initial project definition 
stage, “designeers” would allow engineers to better understand the needs 
of those for whom they are developing the vehicle. This process would also 
provide departmental managers with a clear idea of the accuracy of the 
vehicle design at different stages of development, and allow them to more 
easily base their future decisions on the objectives of the vehicle design, 
namely the Personas and story for which it is has been designed. 
 
 Figure 2 - New proposition for vehicle development process at the case firm 
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Summary 
The core premise of this paper is the current trend of global automotive 
manufacturers looking to shift their vehicle development processes to a 
more user-centred approach in order to remain competitive. Whilst user-
centred development processes are not new to the automotive 
manufacturing industry, they are typically used only by designers, with a key 
segment of the development team, engineers, not included in this process. 
Such a divide between designers and engineers currently results in a 
disconnect between engineers and the customer, resulting in the 
engineering of vehicles that contain components that remain untouched by 
the user. Compounding this problem is the residence of all decision making 
authority with the departmental managers, which has come to 
institutionalise the focus of the engineers solely on technical specifications 
to the detriment of the end-user. 
To overcome this disconnect, the concept of a “designeer” was 
proposed. This role would provide a means to connect the engineer with the 
customer through the framing of the engineering process decisions on the 
use of storytelling via Personas. By using Personas, “designeers” would 
provide engineers with a tangible concept of whom they were developing 
their vehicles, and the story behind why they were using the vehicle. This 
would allow for engineering decisions to reflect the needs of the user rather 
than technical specifications disconnected from everyday usage. Similarly, 
such a process would also provide positive benefits to the key decision 
makers, the departmental managers. Such a role would provide 
departmental managers with a clear idea of the accuracy of the vehicle 
design at different stages of development, and allow them to more easily 
base their future decisions on the objectives of the vehicle design, namely 
the Personas and their stories, for which it is has been designed. 
In spite of the apparent positivity towards the implementation of 
Personas by the engineers and departmental managers interviewed at the 
case firm, much work is to be done to help transition automotive 
manufacturers to a more user-centred process at all stages of the 
development process.  Following on from the insights presented in this 
paper, future work will involve evaluating how such “designeers” could best 
be implemented within automotive manufacturers, and ultimately the 
integration of such a role within an automotive manufacturer, as part of an 
existing role, or as a new position.
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